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East Wenatchee Events Board 
Board Meeting Agenda 

January 4, 2023 at 3:30PM 
 
Location Eastmont Community Center 

230 N. Georgia Avenue, East Wenatchee, WA 98802 
 
Call to Order 
 
Roll Call/Introductions 

☐ Rob Tidd ☐ Brent Schmitten ☐ Mat Heinz ☐ Vickie Sullivan  
☐ Jason Heinz ☐ Michael Machado ☐ Alex Cruz ☐ Supattra Winger 
☐ Open Hotel Rep 
Guests: 
        

 
Vote in Members 

Position # Position Board Member Term Begins Term Ends 
1 City Elected Official Rob Tidd 2020 2022 
5 Activity Rep Jason Heinz   2020 2022 
8 Citizen at large Vickie Sullivan 2020 2022 
9 Citizen at large Kirk Mayer  2020 2022 

 
Public Comment 
 
Approval of Minutes 

• December 7, 2022 Minutes 
 
Financials 

• Revenue/Expense Update 
o Year end financials will be available at next month’s meeting. 

 
Events Update 

• Wings ‘n Wishes Recap 
• Classy Chassis, May 5-6 
• Pangborn’s Festival of Flight, August 5 
• Wings ‘n Wishes, December 7 

 
Tourism Promotion Grant Requests 

• City of East Wenatchee - $8,000 
o Pangborn’s Festival of Flight 

• Eastmont Parks & Recreation - $8,000 
o Eastmont Winter Classic AAU Basketball Tournament 

 
WV Chamber of Commerce Update 
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• Ashley Sinner 
 
Other 

• Meeting location and time, possibly 3pm? 
• Empty positions update 
• Roundtable 

 
Next Meeting Date 

• February 1, 2023 
 
Adjourn 

































Eastmont Winter Classic Budget 

 

 

BUDGET ITEM/DESCRIPTION COST 
AAU Fees  $226 

Gym Fees $4,500 

Referees $12,000 

Medals $2,000 

Staff $2,500 

  

  

  

TOTAL $21,226 

COMMUNITY PARTNER REVENUE/PRIVATE MATCH AMOUNT 
EMPD  $13,226 

   

   

   

 



 
 
 

  
 
 

1 
 

WENATCHEE VALLEY CHAMBER OF COMMERCE 

2023 ADVERTISING STRATEGY 

12/13/22 
 
PLANNING PARAMETERS 
 

• Objective: Continue to increase visibility of Wenatchee and inspire people to visit and 
increase attendance for specific Wenatchee events.  

 
• Target: People looking for a weekend or vacation away. This is likely people interested in: 

outdoors, cycling, ski & snowboarding, running, hiking, wine, craft beers, culture, 
performing arts, concerts, educational/STEM activities/experiences for families/kids, girls 
weekends, golf, hockey, shopping (for Canadians). Along with people who may fit the profile 
of last-minute travelers, travel researchers, cultural travelers, vacation planners, dog lovers, 
wedding registrants. We also want to include the Hispanic and Russian community.  
Note: For events, the target audience will fluctuate and be narrower to fit the event. 
 

• Timing: 2023 
• Geography: Western Washington + test Spokane and Okanagan/Penticton Canada area  
• Budget: $250,000 

 
 
SUMMARY OF MAJOR CHANGES 

• Make event promotion a primary goal for 2023 
• Keep inspirational/awareness media, but at lower media levels 

o Reduce billboards from 41% of budget to 30% 
• Increase Google Search budget from $16,800 to $18,000 to add event support 
• Focus social ads on events & 3-day weekends 
• Test digital media in Spokane and Okanogan/Penticton areas of Canada 
• Have creative ready for when fires are present to switch to “indoor activity” messaging 

 

OVERARCHING APPROACH 
• In 2023 the media strategy will shift to support attendance to five events. 

1. Rails & Ales (March 10th) 
2. Apple Blossom (2 weeks from April into May) 
3. 4th of July  
4. Day of the Dead for Wenatchee (Nov 1-3) 

o Secondary Event 
5. Festival of Flight - East Wenatchee Event (August) 
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• These tactics will be used to support the events: 
o Facebook/Instagram – excellent reach, people can share & save, and click through 

to an event page for more information, this will be used for all five events.  
o Digital audio – excellent for events, builds on frequency achieved by FB/IG, another 

touch point.  
Optional, pending creative:  
o Billboards – boards stay up for 28+ straight days, the boards could stay up beyond 

the event date. Billboards are better for overall inspiration to visit Wenatchee but 
can be used for events if needed. 

o Banners – have not historically performed well for events because the ad space is 
too small to communicate details but could work if the creative is a quick read and 
inspires people to click through to get event details. 

 
• Leverage 3-day weeks as a reason to visit Wenatchee (via Facebook & Instagram)  

1. Martin Luther King Jr. Day 
2. President’s Day 
3. Memorial Day 
4. Labor Day 
5. Veteran’s Day 
6. New Years  

 
• Use inspirational/awareness media in between event promotion to help extend 

Wenatchee’s presence throughout the year. Tactics include:   
o Billboards  
o Digital video 
o Digital banners 

 
• Allow outdoor and digital to be the campaign anchors, with limited print as a support 

tactic. Outdoor is our low-cost tactic for reaching a broader audience who will see a 
billboard message for 28+ straight days (excellent for message impact and frequency!). 
Digital allows us to be highly segmented to our target audience, allows us messaging 
flexibility, and gives people immediate access to the Wenatchee site for more information. 
Like last year, a print ad will be placed in the annual WA State Visitors Guide.  
 

• Instead of cancelling digital media when fires are present, shift the messaging to indoor 
activities. The intention is to have creative ready in advance to expedite the message swap. 
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• Digital is moving from 38% to 53% of the budget.  
• Billboards from 41% to 30% 

 
DIGITAL APPROACH 
 
Digital remains a cornerstone to the media strategy. Through digital we can be highly selective of 
our target audience, give people immediate access to more Wenatchee information, and be nimble 
and timely with our messaging, in addition to tracking performance. 
 
For 2023:  
• Event promotion will be a major part of digital strategy using Facebook/Instagram, digital audio 
• Like last year, the media mix includes Google Search, Facebook/Instagram, display/banner ads, 

video ads, digital music audio ads and podcast ads.  
• Google Search will continue to provide consistent presence and traffic to VisitWenatchee.org to 

support the year-round Wenatchee awareness message to travelers. We have increased the 
budget slightly to accommodate an increase in search quarries.  

 
THE MEDIA PARTNERS:  
 

1. Google Search 
o Recommend $1,500 per month ($100/month increase over 2022), as we expand to 

add keywords related to family travel. 
o Keywords targeted will revolve around traveling & getaways, camping, wine, 

competitive destinations, and events.  



 
 
 

  
 
 

4 
 

o Add event creative and targeting into the Search campaign. 
 Example: a user searches for “WA events” and an ad will be served 

promoting the most current event (e.g. Apple Blossom Festival) and drive to 
the Events page 

 This allows us to reach people who are looking for events in WA and inspire 
them to go to Wenatchee, not those actively looking for Wenatchee events 
specifically  
 

2. Facebook/Instagram 
o Primary event driving tactic. Excellent reach, able to reach people in a personal 

environment, people can share, save, and engage with the ad.   
o Will also be used to encourage people to think of Wenatchee for upcoming 3-day 

weekends.   
o Include Spanish again this year.  
o Add Spokane & Canada (Okanagan/Penticton area) 

 
3. Banner Ad Display 

o Google Display is responsible for driving most of the paid site traffic. Targeting 
within the Google platform is extremely targeted. 

o All ad groups continue to have extremely efficient cost per click (CPC). We 
recommend keeping Google as partner the 2023 media mix.  

o Like in 2022, recommend making banner ads evergreen throughout the year, 
rotating new messaging as needed/desired. Instead of demographic targeting shift 
focus to contextual targeting where ads would appear within the context of things 
like weekend getaways, family getaways, ladies’ or guys’ weekends, central 
Washington stays, etc.  

o Add Spokane & Canada (Okanagan/Penticton area) 
 

4. Video Network 
o Video provides strong brand awareness with visually appealing messaging 

highlighting all that Wenatchee has to offer.  
o Video reached the Wenatchee target audience very cost efficiently in 2022, we 

recommend keeping this tactic in the media mix for 2023. 
 
 
OUTDOOR APPROACH 
 
Billboards remain an excellent way to provide broad coverage to a large target audience cost 
efficiently (CPM of $2). Boards stay up for 28+ straight days and the large ad format is an 
opportunity to showcase beautiful images of Wenatchee – inspiring people to visit.  
 
For 2023:  
• Keep 5 flights for 2023, 3 flights in Spring + 2 in the Fall. 
• Reduce board quantity from 40 to 26 each flight (200 total to 130) 
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o 65 boards are paid and 65 are negotiated gratis, pending space available.  
• Each flight will reach 25% an average of 7.5 times. (40% reach in 2022)  
• We have negotiated to keep the prices the same as previous years, while continuing to get a buy 

1 get 1 free, pending space availability.  
• Again, this year each flight will include a Burien/Des Moines location to reach the Russian 

community. 
 
 
AUDIO APPROACH 
 
Audio will be used to promote the four primary events in 2023. Audio platforms all for the content 
to change when/if needed and reaches users in a relatively uncluttered, personal space. 
 
• Audio ads will run in both music and podcast formats.  
• The digital audio network that allows us to place 30-second audio spots across digital radio 

partners including Pandora, Spotify, iHeartRadio and Deezer. Similar to last year, these audio 
spots will allow for flexibility in running ever-changing messaging each flight it is live. This will 
promote Wenatchee events. 

• This media will be targeted towards Adults 25+ within the target geographic area. Spanish is also 
an option. 

• Audio partner has a production company to streamline the production if needed for an 
estimated $300 per spot.  

 
 
PRINT APPROACH 
 
People have progressively been reading less print to digital, however, we recommend maintaining a 
presence in the Washington State Visitor’s Guide with a 1/3pg color ad. The publication is 
distributed 375k annually and comes out in April. editorial fit, readers are specifically looking for 
places to visit in Washington State. Rates from 2020 are being held, no change in circ. 
 



Wenatchee Valley Chamber of Commerce
Ad Calendar - 2023 02 09 16 23 30 06 13 20 27 06 13 20 27 03 10 17 24 01 08 15 22 29 05 12 19 26 03 10 17 24 31 07 14 21 28 04 11 18 25 02 09 16 23 30 06 13 20 27 04 11 18 25

Events 3/10: Railes & Ales 4/27-5/7: Apple Blossom 7/4: 4th of July TBD: Festival of Flight* 11/1-11/3: Day of Dead

as of 12/13/22 presented by KW Media 3-day Weekends 1/16: MLK Day 2/20: President's Day 5/29:Memorial Day 7/4: 4th of July 9/4:Labor Day 9/11:Veteran's Day Dec: Holidays

DIGITAL
estimate

Google Search Search ($1,500/month) 58,065 $18,000 7%
 Text Ads clicks
 English + Spanish

Social: Facebook/Instagram EVENTS: Rails & Ales Apple Blossom 4th of July Festival of Flight Day of Dead Events: 4,382,200 $43,822
 Image and Text advertising LONG WEEKENDS: MLK Presiden  Memorial Day Labor Day Veteran's New Years Long Weekends: 1,200,000 $12,000
 Video and Text advertising Boosted Posts: 500,000 $5,000
 English + Spanish GRAND TOTAL: 6,082,200 $60,822 $10 24%

Digital Audio Network (Music + Podcasts) Rails & Ales Apple Blossom 4th of July Day of Dead 1,555,556 $28,000 $18 11%
 :30 audio ads with 300x250 companion banner production fee --> $1,500
 English + Spanish

Video Network Winter Msg Spring Msg Spring Msg Summer Msg Fall Msg 2,769,231 $36,000 $13 14%
 :15 and/or :30-second video pre-roll ads

Banner Display Networks - Google Display
 Contextual targeting Winter Msg Spring Msg Summer Msg Fall Msg Winter/Holiday Msg 3,000,000 $18,000 $6 7%
 728x90, 300x600, 300x250, 160x600, 970x90 and 970x250 Rails & Ales Apple Blossom 4th of July Festival of Flight Day of Dead

$1,500/month

13,465,051 $162,322 $12 65%
OUTDOOR

Billboards 140 24,850,000 $74,550 $3 30%
 King, Snohomish, Pierce Counties Boards (printing included)
 Assets: billboards 10'5" x 22'8" (70 paid + 70 gratis*)
 *pending availability


     *Pending space available
140 24,850,000 $74,550 $3 30%

PRINT

WA State Visitors Guide, 2023 1 $8,128 375,000 $8,128 $22 3%
Circulation: 375,000 Annually ad
1/3 Page, 4c s:12/12,m:2/7

1 375,000 $8,128 $22 3%
Contingency

Contingency Budget: $5,000
$5,000 2%

GRAND TOTAL 38,690,051 $250,000 $6 100%

$8,000

30 boards (15 paid + 
15 gratis*)

30 boards (15 paid + 
15 gratis*)

$15,975

30 boards (15 paid + 
15 gratis*)

$15,975

Annual Visitors 
Guide

$7,000 $7,000

$18,000

$7,000

$6,000$6,000$8,000

25% reach 7.5x frequency

est. $.31/
click$18,000

$15,975 $10,650
26 posters, 13 paid/13 bonus*

$2,000$2,000 $2,000 $2,000 $2,000 $2,000
$9,000

30 boards (15 paid + 
15 gratis*)

$15,975

$8,000

November

20 boards (10 paid + 
10 gratis*)

Ad 
Units

Price per 
ad

Estimated 
Impressions

Budget CPM % of 
Budget

December

$7,000

January February March April May June

$9,000 $9,000 $7,822 $9,000

July August September October



11/11 - 1
2/8 2022

Visit Wentachee
Visit Wenatchee Website 
   Users Jill 12,647
   Session Duration Jill 48 Seconds
   Pages/Session Jill 16,000
Visitor Guide Requests Hailey 54
Wine Sales Hailey $6,798
Tastings Hailey 31
Instagram Followers 6,423
   People Reached Jill 73,681
   Post Engagement Jill 9.7K
Facebook Page Followers 10,720
    People Reached Jill 249,934
    Post Engagement Jill 3.4K
    Page Likes Jill 18
e- Newsletter Subscribers 1731 Last email sent 7/22
  e newsletter - open rate Jill 15.38%
  e newsletter - click rate Jill 14.10%
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